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ABSTRACT
Social media is a popular marketing tool that directly connects businesses and consumers. This is
a relatively new phenomenon, which requires more understanding on the part of marketers.
Understanding how consumers respond to social media posts made by the business is vitally
important to the continued success of businesses utilizing social media as part of their marketing
efforts. Using social metrics such as “likes” and “shares”, businesses can both measure and
influence consumer attitudes and behaviors. This study features an experiment that manipulates
the effects of high versus low counts of Facebook likes/shares on Facebook timeline posts. This
research extends previous studies by utilizing multiple posts as opposed to a single social media
post. The study also compares consumer perceptions and intentions in terms of a small/local
business and a larger/national business. Multiple independent sample t-tests address the proposed
hypotheses. The results show that once a successful level of post engagements have been
reached, there is no significant change on perception of the business as engagements continue to
increase to higher counts. However, this does not apply to intention to visit the business, as this
construct featured a significant difference when introduced to low/high counts of like/shares.
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